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Chapter 2: Strategic Marketing  
ŽǇŽƵŚĂǀĞĂŵĂƌŬĞƚŝŶŐƐƚƌĂƚĞŐǇ ?/ĨƐŽ ?ǇŽƵ ?ƌĞĂůƌĞĂĚǇǁĂǇĂŚĞĂĚŽĨĂůŽƚŽĨůŝďƌĂƌŝĞƐ ?ƐĂŶ
ŝŶĚƵƐƚƌǇǁĞ ?ƌĞŐĞƚƚŝŶŐďĞƚƚĞƌĂŶĚďĞƚƚĞƌĂƚƉƌŽŵŽƚŝŽŶ ?ďƵƚ ?ĂƐĚŝƐĐƵƐƐĞĚŝŶƚŚĞ/ŶƚƌŽĚƵĐƚŝŽŶ ?
promotional activities are only one aspect of marketing. Market research, segmentation, 
measurement and evaluation are all absolutely essential parts of the process, without which 
you have a series of unrelated promotions rather than a true marketing plan. These 
unrelated promotions can work well, but strategic marketing works better.  
Real marketing happens in a cycle which constantly repeats. The goal of the marketing 
strategy is to ensure each part of this cycle is planned properly, ĂŶĚĂĚĚƌĞƐƐĞĚƉƌŽƉĞƌůǇ ?/ƚ ?Ɛ
all about coming up with a plan that knits together all your activities, links them to wider 
ƐƚƌĂƚĞŐŝĐŐŽĂůƐ ?ĂůůŽǁƐǇŽƵƚŽĂŶĂůǇƐĞǁŚĂƚǁŽƌŬƐĂŶĚǁŚĂƚĚŽĞƐŶ ?ƚĂŶĚŝŵƉƌŽǀĞƚŚŝŶŐƐŽŶ
an on-going basis. The aim of this chapter is to demystify this process and make it as 
obtainable as possible for the modern, real-world library.  
/ĨǇŽƵƌƵŶĂ'ŽŽŐůĞ/ŵĂŐĞƐĞĂƌĐŚĨŽƌ ‘DĂƌŬĞƚŝŶŐĐǇĐůĞ ?ǇŽƵŐĞƚŵŽƌĞƚŚĂŶ ? ?ŵŝůůŝŽŶƌĞƐƵůƚƐ ?
Clearly, then, there are plenty of models out there to choose from. Many are so complicated 
as to obfuscate their meaning for all but the most hardened marketing professional, and I 
ĚŽŶ ?ƚǁĂŶƚƚŽƉƵƚĂŶǇŽŶĞŽĨĨĂƚƚĞŵƉƚŝŶŐƐƚƌĂƚĞŐŝĐŵĂƌŬĞƚŝŶŐ ?tŝƚŚƚŚĂƚŝŶŵŝŶĚ ?ŚĞƌĞ ?ƐĂ
diagram of the marketing cycle, as it applies to libraries, made as simple as possible: 
 As you can see, the promotional activities are around half-way through the process  W if you 
ƐƚĂƌƚǁŝƚŚƉƌŽŵŽƚŝŽŶǇŽƵ ?ǀĞƐŬŝƉƉĞĚĂǀŝƚĂůƉĂƌƚ ?ŵĂƌŬĞƚƉůĂŶŶŝŶŐ ? ?ĂŶĚŝĨǇŽƵƐƚŽƉǁŝƚŚ
ƉƌŽŵŽƚŝŽŶǇŽƵ ?ƌĞŵŝƐƐŝŶŐĂŶŽƚŚĞƌǀŝƚĂůƉĂƌƚ ?ŵĞĂƐƵƌĞŵĞŶƚĂŶĚĞǀĂůƵĂƚŝŽŶ ? ?dŚŝƐĚŝĂŐƌĂŵŝƐ
important because it illustrates the cyclical nature of what we are attempting to do, and 
ǁŚĞƌĞƚŚĞƐƚĂŐĞƐĨŝƚĐŚƌŽŶŽůŽŐŝĐĂůůǇ ?/ ?ŵŐŽŝŶŐƚŽĞǆƉůĂŝŶĞĂĐŚŽĨƚŚŽƐĞƐƚĂŐĞƐŝŶĚĞƚĂŝů ?ĂŶĚ
that will form the basis of this chapter; at the end, there will be an outline of a Marketing 
Plan to show how these fit together. 
Decide on your 
goals 
Research your 
market 
Segment your 
market 
Set objectives 
Promotional 
activities 
Measurement  
Evaluation 
Modification 
There are three case studies: Oriana Acevedo discusses marketing to multicultural 
communities, Alison Circle gives an expert view on measuring marketing activities, and first 
of all Terry Kendrick covers all aspects of ŵĂƌŬĞƚŝŶŐƐƚƌĂƚĞŐǇĂŶĚǁŚǇŝƚ ?ƐŝŵƉŽƌƚĂŶƚ ?
Case study 4: Key issues in strategic marketing | Terry Kendrick 
Terry Kendrick is the guru of strategic marketing in libraries. His book Developing Strategic 
Marketing Plans That Really Work (2006) is a must-read, and he writes, speaks, and runs 
workshops on marketing libraries all over the UK and in no less than 26 countries abroad. He 
also brings a non-library perspective to the table, lecturing in Marketing at the University of 
East Anglia.   
As a way of framing the specifics discussed in this chapter, I talked to him about all things 
marketing strategy. 
Do you think that strategic marketing is undervalued in libraries generally? 
I do. I think strategy setting is very well respected, I think libraries are very good at 
writing strategy documents - ĂŶĚ/ƚŚŝŶŬƚŚĞǇ ?ƌĞĂĐƚƵĂůůǇƋƵŝƚĞƌĞĂƐŽŶĂďůĞĂƚĚŽŝŶŐ
tactical programmes. The problem is that the strategic marketing planning part 
ǁŝƚŚŝŶƚŚŽƐĞƉƌŽŐƌĂŵŵĞƐŝƐŶ ?ƚĂůǁĂǇƐƐŽǁĞůůďŽƵŐŚƚŝŶƚŽ ?ďĞĐĂƵƐĞŝƚ ?ƐŚĂƌĚĂŶĚŝƚ
reƋƵŝƌĞƐĂůŽƚŽĨƌĞƐŽƵƌĐĞƐǁŚŝĐŚĂƌĞŶ ?ƚĂůǁĂǇƐƌĞĂĚŝůǇĂǀĂŝůĂďůĞ ? 
What are the consequences of marketing as afterthought? As in, the differences 
between making marketing a priority versus libraries who just do marketing if they 
ŐĞƚĂĐŚĂŶĐĞŽŶĐĞƚŚĞǇ ?ǀĞĚŽŶe everything else? 
I think many libraries are driven by a series of pump-priming initiatives  W so I think 
very few libraries use a full marketing approach. Many libraries feel the need to 
ŵĂƌŬĞƚǁŚĂƚƚŚĞǇ ?ǀĞĚŽŶĞĂƐĂŶŝŶŝƚŝĂƚŝǀĞĂŶĚƚŚĞŶƚŚĞǇ ?ƌĞƋƵŝƚĞŽĨƚen disappointed 
ďǇŝƚďĞĐĂƵƐĞŝƚ ?ƐďĞĞŶĚŽŶĞĂƐĂƐĞƌŝĞƐŽĨŽŶĞ-off activities without the coherence of 
a marketing plan. Is there evidence that marketing makes a difference? What I see in 
EŽƌƚŚŵĞƌŝĐĂ ?ŝŶĂŶĂĚĂŝŶƉĂƌƚŝĐƵůĂƌ ?ǁŚĞƌĞƚŚĞǇ ?ƌĞŵŽƌĞŵĂƌŬĞƚŝŶg driven, is that 
it does make a real difference.  
Is the first step to creating a marketing strategy understanding your own library or 
understanding the market your library is in? 
I think the first step in creating any marketing plan is knowing what your ambition is. 
/ĨǇŽƵĚŽŶ ?ƚŬŶŽǁǁŚĂƚǇŽƵǁĂŶƚƚŽďĞ ?ƚŚĞŵĂƌŬĞƚĚŽĞƐŶ ?ƚŵĂƚƚĞƌĂŶĚǇŽƵƌ
ĐĂƉĂďŝůŝƚŝĞƐĚŽŶ ?ƚŵĂƚƚĞƌĞŝƚŚĞƌ ?/ƚŚŝŶŬŝƚ ?ƐǀĞƌǇŝŵƉŽƌƚĂŶƚƚŽŬŶŽǁǁŚĂƚǇŽƵǁĂŶƚƚŽ
look like, what you want to be  W putting some numbers on that will focus the mind 
immediately. If you say you want to grow 30% over the next X amount of years, 
ƚŚĂƚ ?ůůĐĞƌƚĂŝŶůǇĨŽcus your mind on the marketing: where in the market will that 30% 
come from, which users will give us issues, visits, enquiries, database hits - whatever 
it is driving the performance measures in that organisation. 
dŚĞƌĞŝƐĂĚŝĨĨŝĐƵůƚǇƵƐŝŶŐŶƵŵďĞƌƐƚŚŽƵŐŚďĞĐĂƵƐĞ/ƚŚŝŶŬƉĞƌŚĂƉƐůŝďƌĂƌŝĞƐĂƌĞŶ ?ƚ
used to planning like that - they find that quite intimidating. I think they want to do 
the promotional side of things rather than the harder side of the thinking  W I think 
ƚŚĞǇ ?ƌĞǀĞƌǇŐŽŽĚĂƚK/E'ƚŚŝŶŐƐ ?ĂŶĚŝƚĨĞĞůƐŐŽŽĚƚŽKƐŽŵĞƚŚŝŶŐ ?ďƵƚƚŽƚŚŝŶŬ
ǇŽƵƌǁĂǇƚŚƌŽƵŐŚƐŽŵĞƚŚŝŶŐŝƐŚĂƌĚǁŽƌŬ ?ŝƚĐĂŶĐĂƵƐĞĚŝƐĐŽƌĚ ?ŶĚďĞĐĂƵƐĞƚŚĞƌĞ ?Ɛ
not a culture of connecting marketing with the strategic planning those numbers 
which should be used as part of the marketing plan are seen as irrelevant to that 
process - ǁŚĞŶŝŶĨĂĐƚƚŚĞǇ ?ƌĞǀĞƌǇŝŵƉŽƌƚĂŶƚ ? 
dĞůůŵĞĂďŽƵƚƚŚĞŝŵƉŽƌƚĂŶĐĞĂďŽƵƚƚŚĞůŝďƌĂƌǇďƌĂŶĚĨŝƚƚŝŶŐŝŶƚŽƚŚĞƉĂƚƌŽŶ ?Ɛ
lifestyle. 
&ŽƌŵŽƐƚŽĨƚŚĞƚŚŝŶŐƐǁĞǁĂŶƚƚŽďĞĂƐƐŽĐŝĂƚĞĚǁŝƚŚ ?ǁĞ ?ǀĞŐŽƚƚŽĨĞĞůŐŽŽĚĂďŽƵƚ
ƚŚĞŵ ?tĞ ?ǀĞŐŽƚƚŽĨĞĞůƚŚĂƚŝĨǁĞ ?ƌĞƐĞĞŶƚŚĞƌĞ ?ƚŚĞŶǁĞ ?ƌĞƐĞĞŶĂƐ ‘ŽŬĂǇ ?ďǇƚŚĞ
people whose opinions we value. People tend to have tribes and lifestyles and they 
live their lives in particular ways - ŝƚ ?ƐŶŽƚĂůǁĂǇƐƚŚĞĐĂƐĞƚŚĂƚĂůŝďƌĂƌǇĨŝƚƐĐůŽƐĞůǇƚŽ
that. If you have a lifestyle that for instance is fairly relaxed, you might want the 
library to be relaxed. The trouble is other life-styles might not be quite as relaxed so 
ƚŚĞƌĞ ?ůůďĞĂƚĞŶƐŝŽŶƚŚĞƌĞŝŶƚŚĞǁĂǇǇŽƵŵĂƌŬĞƚǇŽƵƌƐĞƌǀŝĐĞ ?ǁŚŝĐŚŝƐǀĞƌǇĚŝĨĨŝĐƵůƚ
to do. Good marketers can deal with that  W they can market to different user groups 
ǁŝƚŚĚŝĨĨĞƌĞŶƚůŝĨĞƐƚǇůĞƐ ?ƐŝŵƵůƚĂŶĞŽƵƐůǇ ?>ŝďƌĂƌŝĞƐĚŽŶ ?ƚĂůǁĂǇƐƵnderstand the 
lifecycle of their users  W ǁŚĂƚƚŚĞǇ ?ƌĞĚŽŝŶŐŝŶƚŚĞŝƌůŝǀĞƐ ?
Are any aspects of marketing strategy true across the board, or should everything 
ďĞ ?ŽŶƐƉĞĐ ? ? 
There are a few key concepts. One of them is that every library should be looking at 
the value it can offer its users in the way they live their lives, the journeys that 
ƚŚĞǇ ?ƌĞŽŶĚƵƌŝŶŐƚŚĞŝƌďƵƐǇĚĂǇƐ ?ĂŶĚŚŽǁŝƚŚĞůƉƐƚŚĞŵŐĞƚƚŚĞƌĞ ?dŚĞƌĞ ?ƐŶŽƉŽŝŶƚ
in having (and talking about) resources when there is little value in the resource  W 
the value only appears when the resource is in use. If you draw attention to the 
resource without explaining the outcomes that come from using that resource, 
ǇŽƵ ?ƌĞĂĐƚƵĂůůǇƐĞƚƚŝŶŐǇŽƵƌƐĞůĨƵƉƚŽďĞĐƵƚďĞĐĂƵƐĞƚŚĞĚĂŶŐĞƌǁŝƚŚƚŚĂƚŝƐƐƵĚĚĞŶůǇ
you draw attention to a pile of money being spent (for example on databases).  
All libraries need to look at their value. The other thing that is key is not everyone 
ƉĞƌĐĞŝǀĞƐƚŚĞƐĂŵĞǀĂůƵĞŝŶůŝďƌĂƌǇƐĞƌǀŝĐĞƐ ?^ŽĨŽƌĞǀĞƌǇůŝďƌĂƌǇĚŽŝŶŐŵĂƌŬĞƚŝŶŐ ?ŝƚ ?Ɛ
key to undeƌƚĂŬĞƐĞŐŵĞŶƚĂƚŝŽŶ ?ĞĐĂƵƐĞŝƚ ?ƐƚŚĞĚŝĨĨĞƌĞŶĐĞƐƚŚĂƚŵĂƚƚĞƌƐƌĂƚŚĞƌƚŚĂŶ
ƚŚĞƐŝŵŝůĂƌŝƚŝĞƐ ?/ƚ ?ƐŶŽŐŽŽĚůŽŽŬŝŶŐĨŽƌƚŚĞŽŶĞƚƌƵĞǁĂǇ W but if you look at the 
ǀĂůƵĞĞĂĐŚƐĞŐŵĞŶƚĂƚƚĂĐŚĞƐƚŽƚŚĞůŝďƌĂƌǇ ?ǇŽƵ ?ǀĞŐŽƚƚŚĞĐŽƌĞŽĨǁŚĂƚŵĂƌŬĞƚŝŶŐŝƐ
about. Your planning should be driven by segments rather than the library as a 
whole, with an over-arching strategy for the library. What brings in the business and 
activity is the segments. 
How do we ensure marketing is on-going? 
As libraries follow certain initiatives (rather than whole-service planning) quite often 
ůŽƚƐŽĨĂĐƚŝǀŝƚŝĞƐǁŝůůŚĂƉƉĞŶǁŚŝĐŚĂƌĞƵŶĐŽŶŶĞĐƚĞĚ ?/ƚ ?ƐƌĞĂůůǇŝŵƉŽƌƚĂŶƚ ?
structurally, to have somebody whose responsibility it is to look at the activities and 
find synergies to build on, particularly given that we know that one-off marketing 
activities will tend to be disappointing in their rate of response. Real results come 
ĨƌŽŵĂĐĞƌƚĂŝŶĂŵŽƵŶƚŽĨ ‘ƚŽƵĐŚĞƐ ?ƚŽĂƉĂƌƚŝĐƵůĂƌƵƐĞƌŐŽƵƉŽǀĞƌĂƉĞƌŝŽĚŽĨƚŝŵĞ ?
/ƚ ?ƐƌĞĂůůǇŝŵƉŽƌƚĂŶƚƚŚĂƚƐŽŵĞďŽĚǇŝƐŽǀĞƌƐĞĞŝŶŐƚŚŝƐ ?dŚĞǇĚŽŶ ?ƚŚĂǀĞƚŽďĞĐĂůůĞĚĂ
marketing specialist  W ŵĂƌŬĞƚŝŶŐǁŽƌŬƐďĞƐƚǁŚĞŶŝƚ ?ƐĂŶorientation for the library 
as a whole. 
The worst thing that can happen is that if we send out some marketing which is 
successful, then people respond anĚĐŽŵĞŝŶƚŽĐůĂŝŵƚŚĞ ‘ŽĨĨĞƌ ?ǁĞ ?ƌĞŐŝǀŝŶŐƚŚĞŵ
ĂŶĚƚŚĞǇ ?ƌĞŵĞƚǁŝƚŚĂƉŽŽƌƌĞƐƉŽŶƐĞ Wthat does more than just negate the activity 
ǇŽƵ ?ǀĞũƵƐƚĚŽŶĞ ?ŝƚƉŽƐŝƚŝǀĞůǇƌĞŝŶĨŽƌĐĞƐƚŚĞůŝďƌĂƌǇĂƐƐŽŵĞƚŚŝŶŐǁŚŝĐŚƐĞŶĚƐǇŽƵ
irrelevant messages or makes promises iƚĐĂŶ ?ƚĚĞůŝǀĞƌ ?^ŽƚŚĂƚŶĞǆƚƚŝŵĞƚŚĞǇ
ƌĞĐĞŝǀĞĂŵĞƐƐĂŐĞĨƌŽŵƚŚĞůŝďƌĂƌǇƚŚĞŝƌĨŝƌƐƚƚŚŽƵŐŚƚŝƐ ‘ůĂƐƚƚŝŵĞ/ƌĞĐĞŝǀĞĚĂ
ŵĞƐƐĂŐĞƚŚĞǇŵĂĚĞĂŶŽĨĨĞƌƚŚĞǇĚŝĚŶ ?ƚĚĞůŝǀĞƌŽŶ ?ŶŽƚ ‘ůĞƚ ?ƐŽƉĞŶƚŚŝƐůŽǀĞůǇ
ŵĞƐƐĂŐĞĨƌŽŵƚŚĞůŝďƌĂƌǇ ? ? ? ? 
Understanding the market is a key part of the process. 
Yes - ĂŶǇĂĐƚŝǀŝƚŝĞƐĂůŝďƌĂƌǇĚŽĞƐŽƌĂŶǇƐĞƌǀŝĐĞŝƚŽĨĨĞƌƐ ?ŝƚ ?ƐƵŶůŝŬĞůǇƚŚĞƐĞĚĂǇƐƚŚĂƚ
ǁĞ ?ůůďĞƚŚĞŽŶůǇƉĞŽƉůĞŽĨĨĞƌŝŶŐƚŚĞƐĞƌǀŝĐĞƚŚĂƚƉĞŽƉůĞǁĂŶƚ ?/ƚ ?ƐƌĞĂůůǇŝŵƉŽƌƚĂŶƚ
when you make an offer to your patrons that you understand what other things will 
be in their minds, what other offers are they being made which are similar, what 
ŽƚŚĞƌǁĂǇƐŽĨĂĐŚŝĞǀŝŶŐƚŚĞƐĂŵĞƚŚŝŶŐƐǁŝůůƉĞŽƉůĞŚĂǀĞ ?^ŽŵĞƚŝŵĞƐƚŚĞƌĞ ?ůůďĞ
ŽďǀŝŽƵƐŽƚŚĞƌǁĂǇƐůŝŬĞ'ŽŽŐůĞ ?ƐŽŵĞƚŝŵĞƐŝƚ ?ƐůĞƐƐŽďǀŝŽƵƐ W it may be a friend they 
know who can help them with the same thing, or a strong competitor might be 
ůŝƚĞƌĂůůǇĚŽŝŶŐŶŽƚŚŝŶŐ ?ĂƐŝŶ PǁŚǇďŽƚŚĞƌ ?/ƚ ?ƐŝŵƉŽƌƚĂŶƚƚŽƵŶĚĞƌƐƚĂŶĚǁŚĂƚŽƵƌ
ŽĨĨĞƌůŽŽŬƐůŝŬĞĐŽŵƉĂƌĞĚǁŝƚŚĐŽŵƉĞƚŝŶŐŽĨĨĞƌƐ ?/ĨǁĞĚŽŶ ?ƚŬŶŽǁƚŚĂƚǁĞ ?ƌĞůŝŬĞůǇ
to think that just marketing something will make it attractive. But who else is there, 
who are our rivals? 
Can we make more of marketing the librarians rather than the library? 
The more we can make the service look personal the better. An easy and quick way 
of doing this is to put pictures of librarians online and on promotional activity! I can 
understand the reluctance to do this, but we are after all a service not a product. 
Services are created by people, and they depend on how well people respond. 
Products are the same wherever you get them from. Services are different  W people 
have skills, which is what makes us different from an information resource. Provided 
we have high quĂůŝƚǇƐŬŝůůƐ ?ŝƚ ?ƐďĞƚƚĞƌƚŽƉƌŽŵŽƚĞƚŚĞƉĞŽƉůĞǁŚŽĚĞůŝǀĞƌƚŚĞƐĞƌǀŝĐĞ
than it is to promote the products themselves  W ŝƚ ?ƐƚŚĞƉĞŽƉůĞƚŚĂƚĂĚĚƚŚĞǀĂůƵĞƚŽ
the information.  
Any tips for quick wins in library marketing? 
Some of the quick wins in marketing are based around the key areas of 
segmentation and value. Many marketing activities will take quite a while to build up 
 W ŝĨǇŽƵƚƌǇĂŶĚůŽŽŬĂƚƚŚĞǁŚŽůĞƐĞƌǀŝĐĞĂƚŽŶĐĞǇŽƵ ?ůůƉƌŽďĂďůǇĨŝŶĚƚŚĞƐĞƚŽĨŽĨĨĞƌƐ
you have aƌĞĞŝƚŚĞƌŶŽƚƐƚƌŽŶŐĞŶŽƵŐŚŽƌǇŽƵǁŽŶ ?ƚŚĂǀĞĞŶŽƵŐŚƌĞƐŽƵƌĐĞƐƚŽĨƵůůǇ
ŝŵƉůĞŵĞŶƚƚŚĞŵ ?^Žŝƚ ?ƐďĞƐƚƚŽĐŚŽŽƐĞŽŶĞŐƌŽƵƉŽĨƉĞŽƉůĞǁŚŽǇŽƵĨƵůůǇ
understand in terms of what they value, how they use your resources, what their 
outcomes are  W take that segment and take it through a whole marketing planning 
cycle. It should be more manageable and should have impact relatively quickly  W and 
ĞǀĞƌǇŽŶĞŬŶŽǁƐŶŽƚŚŝŶŐƐƵĐĐĞĞĚƐůŝŬĞƐƵĐĐĞƐƐ ?WĞŽƉůĞĚŽŶ ?ƚǁĂŶƚƚŽŶĞĐĞƐƐĂƌŝůǇĚŽĂ
large amount of marketing  W those who dŽŶ ?ƚ ?ŶĞĞĚƚŽƐĞĞƚŚŽƐĞƋƵŝĐŬǁŝŶƐ ?dŚĞƌĞ ?Ɛ
ĂƉŚƌĂƐĞĂďŽƵƚŚŽǁǇŽƵĐĂŶůĞĂĚĂŚŽƌƐĞƚŽǁĂƚĞƌďƵƚǇŽƵĐĂŶ ?ƚŵĂŬĞŝƚĚƌŝŶŬ ?ƚŚĞ
real trick is to make the horse thirsty then take it to the water... To make people 
thirsty for marketing within your organisation, you have to show them quick wins  W 
because in these difficult times no one wants to work hard on something which 
ǁŽŶ ?ƚďĞĂƌĨƌƵŝƚĨŽƌƚŚƌĞĞƚŽĨŝǀĞǇĞĂƌƐ ?ƚŚĞƌĞĂƌĞĂůŽƚŽĨďĞŶĞĨŝƚƐŝŶƚŚĞůŽŶŐ-term 
view, but it takes a lot of nerve just to wait for them! So you need the quick wins to 
help get you there. 
People always buy into marketing libraries  W they really want to do it. But they go 
ĂǁĂǇ ? ? ?ĂŶĚŝƚũƵƐƚĚŽĞƐŶ ?ƚŚĂƉƉĞŶ ? ?ŵŽŶƚŚƐůĂƚĞƌƚŚĞǇ ?ǀĞǁƌŝƚƚĞŶĂďŝŐĚŽĐƵŵĞŶƚ
outlining everything, but the priorities have shifted. Advocacy and marketing  W 
ƚŚĞǇ ?ǀĞŐŽƚƚŽďĞďĞĚ-ĨĞůůŽǁƐŚĂǀĞŶ ?ƚƚŚĞǇ ?tŚĂƚĂŵĂƌŬĞƚŝŶŐƉůĂŶĚŽĞƐŝƐŵĂŬĞ
sure the offer the advocates make is actually there if the advocacy works!  
/ƚ ?ƐĂŶŝŵƉŽƌƚĂŶƚƚŝŵĞďĞĐĂƵƐĞŝĨǇŽƵůŽŽŬĂƌŽƵŶĚƚŚĞǁŽƌůd, libraries are being cut 
all over. It feels like something bigger is happening  W not just in libraries. We have to 
be careful because it could be that the last 30 years of libraries not biting the bullet 
on marketing is going to finally cost us.  
*** 
The marketing cycle in depth 
EŽǁǁĞ ?ůůůŽŽŬĂƚĞĂĐŚƐƚĂŐĞŽĨƚŚĞŵĂƌŬĞƚŝŶŐĐǇĐůĞŝŶĚŝǀŝĚƵĂůůǇ ? 
Decide on your goals 
In essence, this stage is all about asking the questions: where do we want to be? It is 
important to know what you want to achieve as a librarǇ ?ǇŽƵƌ ‘ŵŝƐƐŝŽŶ ? ? ?ĂŶĚĚĞƐŝŐŶƚŚĞ
marketing strategy to help achieve that. This helps embed marketing within the wider 
culture of the organisation, and increases the likelihood of you being backed with 
meaningful resources. 
Marketing can achieve many goals. It could be that you simply want more people through 
the doors; that would appear to the most obvious motivation to market your library. But 
ƚŚĞƌĞ ?ƐŵŽƌĞƚŽŝƚƚŚĂŶƚŚĂƚ PĂƌĞǇŽƵƚƌǇŝŶŐƚŽĂƚƚƌĂĐƚŶĞǁƉĂƚƌŽŶƐ ?ŽƌŝŶĐƌĞĂƐĞƚŚĞĨƌĞƋƵĞŶĐǇ
with which the existing patrons visit? You may also wish people to use more (or particular) 
ƌĞƐŽƵƌĐĞƐŽŶĐĞƚŚĞǇ ?ƌĞƚŚĞƌĞ ?zŽƵŵĂǇǁŝƐŚƚŽŝŶĐƌĞĂƐĞƚŚĞůŝďƌĂƌǇ ?ƐƌĞƉƵƚĂƚŝŽŶǁŝƚŚŝŶƚŚĞ
community (or even within the information profession, in order to attract the best staff). 
For archives and Special Collections, the aim can sometimes be to decrease footfall in order 
to protect the physical originals, by marketing the digital surrogates.  
For all types of library, perhaps the ultimate goal is to be the first thing that comes to mind 
ǁŚĞŶƉĞŽƉůĞŶĞĞĚƚŚĞƐĞƌǀŝĐĞƐǁĞƉƌŽǀŝĚĞ ?tŚĞƚŚĞƌŝƚ ?ƐĂŶŝŶĨŽƌŵĂƚŝŽŶŶĞĞĚ ?ŵŽƐƚůŝŬĞůǇ ? ?
or a community need, or a training need  W people need to know we can provide it, and be 
convinced we can provide it better than anyone else.  
Be brave with your goals. So many great ideas get bottlenecked by trying not to upset 
people. We are at a time when we need to inspire people, not protect their delicate 
sensibilities. Merely not failing is no longer enough. Think about how much of an impact a 
marketing campaign has to have on you personally in order to get you to try something 
new, and adjust your ambitions accordingly  W because this is what we marketers should be 
aiming for, to inspire library use.  
Market research and Segmentation  
In the diagram above,  ‘Research your market ? and  ‘Segment your market ? are separate 
stages. However / ?ŵŐŽŝŶŐƚŽĐŽǀĞƌƚŚĞŵďŽƚŚƚŽŐĞƚŚĞƌŚĞƌĞ ?ďĞĐĂƵse they are so closely 
related and the processes can overlap.  
There are two main aspects to market research. The first is analysing the market within 
which your library sits. The second is analysing yourself: asking, where are we now? Once 
you know where you are, you can start to formulate a strategy for getting to where you 
ǁĂŶƚƚŽďĞ ?ŽƚŚƐƚĂŐĞƐĂƌĞƐƵŵŵĂƌŝƐĞĚďǇdĞƌƌǇ<ĞŶĚƌŝĐŬ ?ƐƋƵŽƚĞ ?ĂďŽǀĞ ? ‘/ƚ ?ƐŝŵƉŽƌƚĂŶƚƚŽ
ƵŶĚĞƌƐƚĂŶĚǁŚĂƚŽƵƌŽĨĨĞƌůŽŽŬƐůŝŬĞĐŽŵƉĂƌĞĚǁŝƚŚĐŽŵƉĞƚŝŶŐŽĨĨĞƌƐ ? ? 
Analysing the market 
Analysing the market involves several factors  W in particular, exploring the community and 
demographics surrounding your library, analysing the competition which also serves these 
demographics, and looking inwards at your own services and existing offer. 
Before going out and finding your own information about your community, make the most 
of existing data. Of course the library may have conducted market research in the past 
which could still be relevant, but beyond that there may be demographic reports from local 
government, national surveys of students at Universities, or company reports for business 
libraries. With all of these the aim should be to identify groups of patrons and get to know 
them properly: identifying what their needs are, and identifying whether or not the library is 
currently meeting those needs. This is the beginnings of segmentation, and only after this 
stage can you really begin to market to the people involved. 
However, within reason existing patrons will continue to use the library regardless of the 
strategic marketing initiatives you employ  W as such, analysing the market should focus 
primarily on finding out about non-users. How many potential users are out there, and how 
caŶǇŽƵǁŝŶƚŚĞŵŽǀĞƌ ?dŚĞ ‘hƐĞƌ&ĞĞĚďĂĐŬ ?ƐĞĐƚŝŽŶŝŶƚŚĞƉƌĞǀŝŽƵƐĐŚĂƉƚĞƌĚĞƚĂŝůƐ
techniques you can use to understand users and non-users too.  
An area of market research and strategy on which there is very little advice and coverage 
already available is marketing to multicultural communities. Oriana Acevedo is the 
Multicultural Consultant at the State Library of New South Wales in Australia and has run 
successful campaigns in this area; she details them in this second case study of the chapter.  
Case study 5: Marketing to multi-cultural communities | Oriana Acevedo  
What are the first questions we should be asking ourselves, when planning 
marketing to multi-cultural communities? 
What do you know about the community? How large is the group, what language(s) 
do they speak? What is the age breakdown of the community? What are the literacy 
levels? What are the cultural dynamics of the community (e.g. are women likely to 
speak)?  How do they travel to work  W e.g. do they drive / use public transport? Does 
the community you are targeting have any knowledge or experience of a free public 
library as a concept? 
It is important to start with the community needs, build library services and 
ĐŽůůĞĐƚŝŽŶƐĨƌŽŵƚŚĞŝƌƉĞƌƐƉĞĐƚŝǀĞ ?ĚŽŶ ?ƚũƵƐƚŵĂƌŬĞƚ ǆŝƐƚŝŶŐĐŽůůĞĐƚŝŽŶƐƚŽƚŚĞŵ ? 
How do we meet these challenges? 
It is not about having a unique multicultural marketing strategy.  Everyone needs to 
think about it as part of their role (building collections, developing programs, 
communication, customer service, organisational capacity and marketing). 
Some key points: 
x It is very difficult to market from the outside into a community, we find it is 
important to join in with existing networks and form partnerships 
x Identify multicultural workers within the community (eg. Migrant resource 
centres, Health workers) and work with them 
x Choose models from the community for advertising material 
x Marketing materials need to be representative of the people in the 
ĐŽŵŵƵŶŝƚǇ ?ĞŐ ?ŽůĚĞƌ ?ǇŽƵŶŐĞƌ ?ƉƌŽĨĞƐƐŝŽŶĂůƐ ?ƐƚĂǇĂƚŚŽŵĞ ? ? 
x Use speakers from the community (for video / media / events) 
x Target the multicultural media (eg. Vietnamese health collections via 
Vietnamese community radio and newspaper) 
x Advertise in places the community frequent (eg. public transport billboards, 
bus stops, churches and religious venues) 
You ran the successful Mylanguage project. 
Mylanguage is a national internet portal designed to deliver information and 
complement library services to multicultural Australia using a number of innovative 
web-development techniques and scripting languages. 
The marketing of the MyLanguage involved banners, bookmarks and YouTube videos 
in multiple languages. 
In June 2008, on behalf of the national partnership, the State Library of NSW 
recruited over 30 native speakers, representing a wide range of languages, to 
participate in the filming of video clips. 34 individual videos, each of approximately 
1.5 minutes in duration, were individually scripted by the native speakers to 
emphasise library services in a culturally appropriate manner. 
Within the first year the portal has been visited almost 10 million times. By August 
2008 it was getting over 1.5 million hits per month. 
Do you have any more practical advice as to how other libraries can market to 
diverse communities? 
x Radio interviews talking about the services (on community radio) 
x Be proactive in networking with the community 
x Be very positive / certain in your approach to a community  
x Projects take about two years to become effective and raise awareness in 
multicultural communities  W ďĞƉĂƚŝĞŶƚĂŶĚĚŽŶ ?ƚŐŝǀĞƵƉ ? 
 
An additional full case study from Oriana, covering the MyLanguage Project in more detail, is 
available on the website: www.librarymarketingtoolkit.com/p/case-study-mylanguage-
internet-portal.html 
*** 
EŽǁǁĞ ?ůůŵŽǀĞŽŶƚŽƚŚĞƐĞĐŽŶĚƉĂƌƚŽĨĂŶĂůǇƐŝŶŐǇŽƵƌŵĂƌŬĞƚ W ǇŽƵ ?ǀĞĞǆƉůŽƌĞĚǇŽƵƌ
demographic, so now you must ask: wŚŽĂƌĞǇŽƵƌĐŽŵƉĞƚŝƚŽƌƐ ?/ƚ ?ƐŚĞůƉĨƵůƚŽĂĐƚƵĂůůǇĚƌĂǁ
up a list and consider for each one what the library can do better than they can. If the 
ĂŶƐǁĞƌŝƐ ‘ŶŽƚŚŝŶŐ ?ƚŚĞŶǇŽƵƌƌĞƐŽƵƌĐĞƐŵĂǇďĞďĞƚƚĞƌŝŶǀĞƐƚĞĚŝŶŽƚŚĞƌĂƌĞĂƐ ?dŚĞůŝďƌĂƌǇ ?Ɛ
competition includes anything the user could do instead of visiting the library or using its 
online resources. So whilst this covers the obvious competitors such as the internet in 
general (in particular Amazon for materials, and search engines for information) and 
bookshops, even ƚŚŝŶŐƐůŝŬĞ ‘ĚŽŝŶŐŶŽƚŚŝŶŐ ?ĂƌĞ ǀǇŝŶŐĨŽƌŽƵƌƵƐĞƌƐ ?ƚŝŵĞ ? 
Competitive benchmarking is a really useful way of analysing the market. It involves creating 
a list of user requirements, rating how you deliver services to meet these compared with 
your competitors ? and, crucially, rating how important each of these requirements is to the 
user. Delivering the least important requirement much better than any of your competitors 
may not be enough... For example, the library used to be the go-to place for information, 
and now it has been usurped by the internet. Librarians often cite the unreliability of 
information found online as a reason to continue using libraries instead, but the fact is a lot 
ŽĨƉĞŽƉůĞĚŽŶ ?ƚĂĐƚƵĂůůǇneed good quality information from highly respected sources. For 
ŵĂŶǇ ?ďĂƐŝĐŝŶĨŽƌŵĂƚŝŽŶĨŽƵŶĚǀŝĂ'ŽŽŐůĞĂŶĚtŝŬŝƉĞĚŝĂŝƐƉĞƌĨĞĐƚůǇƐƵĨĨŝĐŝĞŶƚ ?dŚŝƐŝƐŶ ?ƚ
true across all demographics, but it is true across some  W the key thing is to only market 
 ‘ƉƌŽǀŝĚĞƌƐŽĨŐŽŽĚƋƵĂůŝƚǇŝŶĨŽƌŵĂƚŝŽŶ ?ƚŽƚŚŽƐe that value it.  
Analysing yourself  
EŽǁǇŽƵŚĂǀĞĚĞĨŝŶĞĚƚŚĞŵĂƌŬĞƚ ?ǇŽƵĐĂŶƐĞĞŬƚŽĚĞĨŝŶĞǇŽƵƌůŝďƌĂƌǇ ?ƐƉůĂĐĞǁŝƚŚŝŶŝƚ ?Ǉ
ƚŚŝƐƐƚĂŐĞǇŽƵ ?ǀĞĂůƌĞĂĚǇĚĞĐŝĚĞĚŽŶǇŽƵƌŐŽĂůƐ ?ǇŽƵŬŶŽǁǁŚĂƚǇŽƵƌĂŵďŝƚŝŽŶŝƐĂŶĚůĂƚĞƌ
ǇŽƵ ?ůůĚĞĐŝĚĞĞǆĂĐƚůǇŚŽǁƚŽĂĐŚŝĞǀĞit. For now the task is look at what you do well and 
what you do less well, see where your existing users are coming from and identify areas for 
growth, and see what you can offer potential new users.  
As discussed above, user feedback is clearly a very useful piece of the market research 
puzzle  W if your goal is to increase use of resources by existing patrons, it should form the 
basis of your analysis and your plans. However, if the goal is to increase the number of 
patrons using the library in total, an understanding of non-users is absolutely essential to 
give you the kind of knowledge to help enable such a shift. At this stage your analysis should 
be about what the library already offers non-ƵƐĞƌƐǁŚŝĐŚƚŚĞǇĚŽŶ ?ƚŬŶŽǁĂďŽƵƚ ?ďƵƚǁŽƵůĚ
use if they did), and what the library could potentially offer non-users to meet their needs in 
the future.  
Finally, a really useful avenue of feedback comes from lapsed users. People who previously 
had the time and inclination to visit the library but no longer do so can offer absolutely vital 
ŝŶƐŝŐŚƚŝŶƚŽǁŚĂƚǁĂƐŶ ?ƚǁŽƌŬŝŶŐĨŽƌƚŚĞŵ ?ǁŚŝĐŚŝŶƚƵƌŶĐĂŶůĞĂĚƚŽďĞƚƚĞƌĐƵƐƚŽŵĞƌ
retention in the future.  
Any number of textbooks detail how to go about performing a SWOT analysis on your library 
- to identify the Strengths, Weaknesses, Opportunities and Threats - ƐŽ/ǁŽŶ ?ƚŐŽŝŶƚŽƚŚĂƚ
ŚĞƌĞ ?KŶĞƚŚŝŶŐƚŽƐƚƌĞƐƐ ?ƚŚŽƵŐŚ ?ŝƐƚŚĂƚǁŚĞŶĐŽŶƐŝĚĞƌŝŶŐǇŽƵƌŝŶƐƚŝƚƵƚŝŽŶƐ ?ĂƐƐĞƚƐŝƚŝƐ
worth looking beyond just the books and other information resources. It could be the library 
space or the location, which would mean you should market the library as destination. It 
could be the courses and community groups you run. It could be that your staff are your 
ŵĂŝŶĂƐƐĞƚ ?ŝŶǁŚŝĐŚĐĂƐĞĚŽŶ ?ƚďĞĂĨƌĂŝĚƚŽŵĂƌŬĞƚthem. 
/ƚ ?ƐůŝŬĞůǇƚŚĂƚĞĂĐŚŽĨƚŚĞƐĞ will be assets for different groups of users or potential users  W 
this is where segmentation becomes so important.  
Segmentation 
Segmentation is the formal term for one of the Seven Key Concepts discussed in the 
 ‘Introduction ?: creating different offers for different groups of patrons and would-be 
patrons. The process is two-fold: firstly it involves deciding how best to divide up the groups 
of people to whom you are marketing, and secondly developing different value propositions 
ĨŽƌĞĂĐŚŽĨƚŚĞŵ ?/ŶĞƐƐĞŶĐĞƚŚŝƐŵĞĂŶƐƐŚŽǁŝŶŐĞĂĐŚŽĨƚŚĞŵĂŶǇ ‘ĨĂĐĞƐ ?ŽĨƚŚĞůŝďƌĂƌǇƚŽ
each different group as appropriate, marketing the aspect of your service provision that 
most appeals to them. It is an instructive process, allowing you to really explore what you 
have and how it can be beneficial to different groups, and sometimes it exposes holes in the 
ůŝďƌĂƌǇƉƌŽǀŝƐŝŽŶ ?^ŽŵĞƚŝŵĞƐǇŽƵĨŝŶĚŽƵƚƚŚĂƚĚŽŶ ?ƚƌĞĂůůǇŚĂǀĞĂŶǇƚŚŝŶŐƚŽŽĨĨĞƌĂ
ƉĂƌƚŝĐƵůĂƌŐƌŽƵƉ ?ďƵƚƚŚĂƚŐƌŽƵƉĨĂůůƐǁŝƚŚŝŶƚŚĞůŝďƌĂƌǇ ?Ɛ remit and so needs to be 
accommodated: in that instance, you may need to create some kind of new service that 
forms the basis of a brand new value proposition.  
Perhaps the trickiest part is choosing how to segment your different target groups. I would 
recommend a hierarchy that begins with two major groups, users and non-users, and then 
sub-divides each of these into smaller segments; beyond that, every library will be different 
and segmentation is not an exact science. It could be that many groups appear in both 
categories  W ĨŽƌĞǆĂŵƉůĞ ?ŝŶƚŚĞĂĐĂĚĞŵŝĐĞŶǀŝƌŽŶŵĞŶƚǇŽƵĐŽƵůĚŚĂǀĞ ‘ƚĂƵŐŚƚƉŽƐƚ-
ŐƌĂĚƵĂƚĞƐ ?ĂƐĂƐĞŐŵĞŶƚ ?dĂƵŐŚƚƉŽƐƚ-graduates may represent a major hole in your usage 
stats: it could be that the vast majority of them ignore the library entirely ?ŵĞĂŶŝŶŐƚŚĞǇ ?ƌĞĂ
big target for your marketing to non-users. However, those that currently do use the library 
still need a certain amount of attention, particularly if any of them can be cultivated into 
library champions to spread the word to their peers  W and if your marketing works 
successfully and many more taught post-graduates start using the library, they will need to 
be marketed to in order to retain them.  
To continue the academic library example in order to contextualise segmentation in the real 
world, other segments might include Research Students, Academic Staff, Undergraduates, 
Distance-learners, Lifelong learners, Emeritus staff (all of whom could be further sub-divided 
into Arts and Humanities, Sciences and Social Sciences if the market research shows these 
groups behave differently in their use of the library), and Support Staff.  
At the end of the process of segmentation, the aim should be to have several distinct groups 
ƚŽǁŚŝĐŚǇŽƵ ?ůůŵĂƌŬĞƚƚŚĞůŝďƌĂƌǇ ?zŽƵƐŚŽƵůĚŬŶŽǁƌŽƵŐŚůǇŚŽǁďŝŐĞĂĐŚŐƌŽƵƉŝƐĂŶĚŚŽǁ
important each group is  W this helps prioritise your promotional efforts. You should know 
ǁŚĂƚĞĂĐŚŐƌŽƵƉ ?ƐŶĞĞĚƐĂƌĞ ?ĂŶĚǁŚĞƚŚĞƌŽƌŶŽƚƚŚĞǇĂƌĞĐƵƌƌĞŶƚůǇďĞŝŶŐŵĞƚďǇƚŚĞ
library. This should lead to the formation of an offer - a different value proposition, focusing 
on the most appropriate strengths in the library service  W for each segment or group.  
Segmenting your existing users  
Not all library users are the same, obviously, and it is tempting to divide them into obvious 
demographics: young and old, male and female, local and remote, and so on. But it may be 
more useful to divide them up by their information seeking behaviour, their motivations, 
because that crosses traditional boundaries of age and gender and location, and ultimately 
determines what kind of offer they would like to receive from the library. How you segment 
your market ties in closely with what your aims are  W if, for example, one of your aims is to 
get existing users to use your resources in greater volume, then dividing them up into 
 ‘ĐĂƐƵĂůƵƐĞƌƐ ?ĂŶĚ ‘ƉŽǁĞƌƵƐĞƌƐ ?ĐŽƵůĚďĞďĞŶĞĨŝĐŝĂů ?ĂƐŝƚǁŝůůĂůůŽǁǇou to concentrate your 
marketing efforts into the former segment to try and make them more like the latter. In 
practice this might mean outreach to the casual users via email or postal mail-shots 
promoting the more advanced services which power users commonly enjoy, or starting a 
campaign on social media to get your followers to visit the building in person more often. 
Preaching to the converted (the power users) has its uses in marketing, but when resources 
are limited segmentation provides a great way of ĞŶƐƵƌŝŶŐƚŚĞǇ ?ƌĞƵƐĞĚŝŶƚŚĞĂƌĞĂƐǁŚĞƌĞ
the most potential gains are to be had.  
Segmenting your non-users  
If one of your aims is to increase the number of users your library has, then segmenting your 
non-users into different target demographics is terrifically useful. Once you break down the 
potential audience for your marketing, everything seems infinitely more achievable: rather 
ƚŚĂŶƚƌǇŝŶŐƚŽĂĐŚŝĞǀĞĂďůĂŶŬĞƚĂŝŵůŝŬĞ ‘ŐĞƚ ? ? ?ĞǆƚƌĂŵĞŵďĞƌƐ ?ǇŽƵĐĂŶƐƚĂƌƚƚŚŝŶŬŝŶŐůŝŬĞ
a marketer, and set specific obũĞĐƚŝǀĞƐ ?ŵŽƌĞŽŶǁŚŝĐŚďĞůŽǁ ?ůŝŬĞ ‘/ǁĂŶƚ ? ? ?ŵŽƌĞƵƐĞƌƐ
from the 65+ market, 200 more parents and their kids, 50 more remote users and at least 50 
casual users who mainly come for the free Wifi but eventually start using other resources 
ƚŽŽ ? ?tŚĞŶǇŽƵŚave targets like these, the whole process of marketing becomes much 
more focused and specific: you create offers designed to appeal to each segment, and then 
you market to them and record the numbers and evaluate the campaigns.  
Targeting the currently indifferent 
dŚĞƚĞŵƉƚĂƚŝŽŶǁŝůůďĞƚŽďĂƐĞŵŽƐƚŽĨǇŽƵƌŵĂƌŬĞƚŝŶŐĂƌŽƵŶĚƚŚĞ ‘ĞǆŝƐƚŝŶŐƵƐĞƌƐ ?ƐĞŐŵĞŶƚ
 W ŝƚ ?ƐĐŽŵĨŽƌƚŝŶŐĂŶĚĐŽŵĨŽƌƚĂďůĞƚŽŵĂƌŬĞƚƚŽƚŚŽƐĞǁŚŽĂůƌĞĂĚǇĐůĂƐƐƚŚĞŵƐĞůǀĞƐĂƐĂǀŝĚ
library fans. I would argue that we have to be braver and put more of our resources into the 
non-user segment, most particularly in the public library sector. We have to target those 
people running from A to B, head-down, and show them we can help them on their journey.  
At the moment, at both industry-level and sometimes at the level of individual libraries, we 
put much of our resources into retaining existing users or trying to convert people who are 
ĂĐƚŝǀĞůǇŚŽƐƚŝůĞƚŽůŝďƌĂƌŝĞƐ ?/ŶĨĂĐƚ ?ƚŚĞĨŽƌŵĞƌĚŽŶ ?ƚŶĞĞĚĂƐŵƵĐŚƉĞƌƐƵĂƐŝŽŶƚŽŬĞĞƉƵƐŝŶŐ
the library, and the latter ĂƌĞƉƌŽďĂďůǇĂůŽƐƚĐĂƵƐĞŶŽƚǁŽƌƚŚƉƵƌƐƵŝŶŐ ?/ƚ ?ƐƚŚĞcurrently 
indifferent at whom we should be targeting much of our marketing  W those who would find 
value in the services we offer if they a: knew the services existed and b: had the benefits 
clearly explained to them in language they understand. To use an election analogy, we 
ĐƵƌƌĞŶƚůǇƐƉĞŶĚƚŽŽŵƵĐŚŵŽŶĞǇŽŶƚŚĞƉĞŽƉůĞǁŚŽ ?ǀĞĂůƌĞĂĚǇŵĂĚĞƵƉƚŚĞŝƌŵŝŶĚƐǁŚŽ
ƚŚĞǇ ?ƌĞǀŽƚŝŶŐĨŽƌ ?/ƚ ?ƐƚŚĞĨůŽĂƚŝŶŐǀŽƚĞƌƐĂŶĚ ?ƉĞƌŚĂƉƐĞǀĞŶŵŽƌĞŝŵƉŽƌƚĂŶƚůǇ ?ƚŚĞƉĞŽƉůĞ
who ĚŽŶ ?ƚĞǀĞŶƌĞĂůŝƐĞƚŚĞƌĞ ?ƐĂŶĞůĞĐƚŝŽŶƚĂŬŝŶŐƉůĂĐĞ ?ǁŚŽƌĞƉƌĞƐĞŶƚƚŚĞďĞƐƚƌĞƚƵƌŶŽŶ
our marketing investment. 
All of the processed described above allow you to set objectives (for example, to meet 
currently unmet needs in the future) and, later, to determine which messages you wish to 
market to each group via your promotional activities.  
Set Objectives 
Objectives are distinct from goals or aims because while the latter describes the overall 
ambition, objectives describe the specific methods of achieving ŝƚ ?tĞ ?ǀĞĂƐŬĞĚǁŚĞƌĞǁĞ
ǁĂŶƚƚŽďĞ ?ŶŽǁǁĞŵƵƐƚĂƐŬŚŽǁǁĞŐĞƚƚŚĞƌĞ ?KŶůǇĂƚƚŚŝƐƐƚĂŐĞ ?ǁŚĞŶǇŽƵ ?ǀĞƌĞƐĞĂƌĐŚĞĚ
the market, understood where you stand within that market, and segmented it into 
different groups, can now set the objectives for exactly what you want your marketing to 
achieve in each area.  
As mentioned above, putting numbers on your objectives is a great way to focus the mind. It 
helps you understand not just what needs to be done, but how it can be done. You may not 
hit all your targets of course (new members, people 
website use or whatever they may be) but this in itself is instructive and can be used to 
inform future campaigns.  
Objectives should be as specific as possible, as measurable as possible, and preferably dated 
too. Of all sections of the marketing cycle, this one and the next are what constitute the 
action plan your library will follow.  
Promotional Activities 
Finally we get to the actual promotion itself. This book is essentially full of information 
ĂďŽƵƚƉƌŽŵŽƚŝŽŶĂůĂĐƚŝǀŝƚŝĞƐƐŽ/ǁŽŶ ?ƚŐŽŝŶƚŽĚĞƚĂŝůŚĞƌĞ ?ďƵƚŝŶƐŚŽƌƚŝƚŝƐĂƚƚŚŝƐƐƚĂŐĞƚŚĂƚ
you start to implement your marketing campaigns, be they online, on paper, or in person. All 
ƚŚĞǁŽƌŬǇŽƵ ?ǀĞĚŽŶĞŽŶŵĂƌŬĞƚƌĞƐĞĂƌĐŚĂŶĚƐĞŐŵĞŶƚĂƚŝŽŶ by this stage should mean you 
know exactly who you are marketing to, and what you want to say to each group. 
If there is one overarching rule here, it is to decide on clear messages. Many of the 
problems libraries have in marketing themselves stem from thĞĨĂĐƚƚŚĂƚŵĂŶǇƉĞŽƉůĞĚŽŶ ?ƚ
really understand what we do. We have to communicate our value to each segment as 
simply as possible. And remember, marketing is a conversation  W your promotional activities 
should allow for two-way interaction.  
+Measurement  
/ĐĂŶ ?ƚƐƚƌĞƐƐĞŶŽƵŐŚŚŽǁǀŝƚĂůŵĞĂƐƵƌĞŵĞŶƚŝƐ Wmeasurement is what makes this 
marketing ?/ĨǇŽƵĚŽŶ ?ƚŵĞĂƐƵƌĞƚŚĞŝŵƉĂĐƚŽĨǁŚĂƚǇŽƵ ?ǀĞĚŽŶĞ ?ǇŽƵĐĂŶ ?ƚƌĞĂůůǇĐŽŵƉůĞƚĞ
the cycle by evaluating and then improving your offer. Ideally you should be able to 
ŵĞĂƐƵƌĞƚŚĞŶƵŵďĞƌŽĨƉĞŽƉůĞǁŚŽ ?ǀĞďĞĞŶŝŵƉĂĐƚĞĚďǇĞĂĐŚŵĂƌŬĞƚŝŶŐĐĂŵƉĂŝŐŶǇŽƵ
run, and the amount of times the campaign has had an impact. So for a website that would 
be number of unique visitors, and number of page views; for a poster that would be the 
number of people who see it, and the amount of times it is seen. From this it should be 
possible to calculate how much it cost to reach each person in a particular way, and from 
there you can calculate which marketing methods, approaches, and campaigns represent 
the best use of your resources.  
As part of a strategic marketing plan, you should aim to measure not just the marketing 
campaigns themselves but the changes in user behaviour that come about as a result. 
For this stage of the cycle we have an expert view from Alison Circle.  
Case study 6: Measurement in Marketing Columbus Metropolitan Library | Alison Circle 
Alison Circle is Director of Marketing and Strategic Planning for Columbus Metropolitan 
Library. She has more than 20 years experience in marketing, including corporate and not-
for-profit companies. She writes a marketing column for Library Journal and speaks 
extensively on the subject. In this expert view she picks up on many of the key themes in 
this chapter (including a working example of Segmentation), and explains the need to 
measure outcomes rather than outputs.  
Columbus Metropolitan Library (CML) is recognized as one of the best libraries in the 
United States.  An important driver to our success has been an early adoption of 
marketing practice. In an industry that promises  ‘Open to All, ? ŝŶƚŽĚĂǇ ?ƐĨƌĂĐƚƵƌĞĚ
ŵĂƌŬĞƚƉůĂĐĞǁĞĐĂŶ ?ƚďĞĂůůƚŚŝŶŐƐƚŽĂůůpeople. So how did we begin? We started 
with research  W a deep examination into the behaviour of our customers  ?  
segmenting our customer data into behavioural clusters:  Young Minds (children); 
Power Users (avid readers and the mainstay of public library use); Virtual Users 
(computer users). We have 15 clusters overall; we chose 3 for our primary focus and 
drove all of our efforts toward these strategies. We were committed to doing a few 
things very well. 
 
Next we rebranded the institution. Previously, staff who wanted to start a program 
or service got a logo, but CML had grown too many brands and lacked structure or 
coherence. Our logo itself was stuck in a box. Literally. It was a blue square box in 
need of updating. Using our strategic plan to drive key programs, we created a brand 
architecture system to organize our services into a family of products.  
D> ?ƐƌĂŶĚƌĐŚŝƚĞĐƚƵƌĞ P 
 It was vitally important to bring library staff along through this change process. Staff 
were used to  W and enjoyed  W creating their own promotional pieces. As the 
organization centralized the marketing function and message development, it 
became critical for all promotion  W large and small  W to be coordinated centrally. To 
help accomplish this, CML turned to a book (naturally!): Managing Transitions by 
William Bridges (2009). This book gave CML the language and tools to recognize and 
address the process of change. For some staff, making posters was the fun part of 
their job, and we were taking that away. That loss needed to be recognized and 
ĂĚĚƌĞƐƐĞĚ ?/ ?ŵŚĂƉƉǇƚŽƐĂǇƚŚĂƚǁĞŚĂǀĞŵĂĚĞƚƌĞŵĞŶĚŽƵƐƉƌŽŐƌĞƐƐĂŶĚ ?ŵŽƐƚůǇ ?
speak with a single voice. In a world crowded with noise, this has become more 
important than ever.  
KŶĞŽĨŵǇĨĂǀŽƵƌŝƚĞďĞŚĂǀŝŽƵƌƋƵŽƚĞƐŝƐĨƌŽŵ:ĂĐŬtĞůĐŚ ?ďƵƐŝŶĞƐƐŝĐŽŶ ?ǁŚŽƐĂŝĚ P ‘/Ĩ
ǇŽƵĐĂŶ ?ƚŵĞĂƐƵƌĞŝƚ ?ŝƚ ?ƐĂŚŽďďǇ ? ?ŶĚƚŚĂƚŵĞĂŶƐŐŽŝ Ő ďĞǇŽŶĚĐŽƵŶƚŝŶŐ (outputs), 
to measuring behaviourĂůĐŚĂŶŐĞ ?ŽƵƚĐŽŵĞƐ ? ?/ƚŝƐŶ ?ƚĞŶŽƵŐŚƚŽŬŶŽǁŚŽǁŵĂŶǇŬŝĚƐ
ƐŝŐŶĞĚŝŶƚŽƚŚĞ,ŽŵĞǁŽƌŬ,ĞůƉĞŶƚĞƌ ?/ŶƚŽĚĂǇ ?ƐŵĂƌŬĞƚƉůĂĐĞǁĞŶĞĞĚƚŽƐŚŽǁƚŚĞ
value of the Homework Help Center:  dŝĚŬŝĚƐ ?ŐƌĂĚĞƐŝŵƉƌŽǀĞ ?ƌĞǁĞĚƌŝǀŝŶŐƵƉ
graduation rates? Gathering this information is hard work. But  ‘gut instinct ? or 
 ‘feelings ? can no longer drive business decisions.  
/ ?ŵƚŚƌŝůůĞĚƚŽƐĂǇƚŚĞƉĂǇŽĨĨŽĨŽƵƌĂƉƉƌŽĂĐŚŚĂƐďĞĞŶŐƌĞĂƚ ?tŝƚŚƚŚŝƐĨƌĂŵĞǁŽƌŬ ?
we are aďůĞƚŽƚĞůůƚŚĞůŝďƌĂƌǇ ?ƐƐƚŽƌǇ ?ŝt led to our designation as National Library of 
the Year. 
tŚĂƚ ?ƐŶĞǆƚ ?tĞ ?ǀĞƵƉĚĂƚĞĚŽƵƌƐƚƌĂƚĞŐŝĐƉůĂŶƚŽĚƌŝǀĞĚ ĞƉĞƌĐŚĂŶŐĞĂŶĚĚĞůŝǀĞƌ
ŽŶŽƵƌůŽĨƚǇǀŝƐŝŽŶŽĨ ‘ĂƚŚƌŝǀŝŶŐĐŽŵŵƵŶŝƚǇǁŚĞƌĞǁŝƐĚŽŵƉƌĞǀĂŝůƐ ? ?ŶĚǁŚŝůĞǇŽƵ
ǁŽŶ ?ƚƐĞĞŽƵƌĐƵƐƚŽŵĞƌĐůƵƐƚĞƌƐŝŶƚŚŝƐŶĞǁƉůĂŶ ?ƚŚĞƚŚŝŶŬŝŶŐďĞŚind customer 
segmentation continues to be the backbone of our strategy. 
  
*** 
Evaluation 
KŶĐĞǇŽƵ ?ǀĞŵĞĂƐƵƌĞĚǇŽƵƌŵĂƌŬĞƚŝŶŐĞĨĨŽƌƚƐ ?ǇŽƵĐĂŶĞǀĂůƵĂƚĞǁŚĂƚǁŽƌŬĞĚĂŶĚǁŚĂƚ
ĚŝĚŶ ?ƚ Wthis relates directly back to your goals from the very first stage, and your objectives 
later on. The process enables you to market better the next time around: either doing more 
with the same resources, or potentially being able to achieve the same with less. For those 
of us trying to embed marketing into the wider culture of our institutions, evaluation also 
serves the essential role of providing evidence of the return on our investment in the 
promotional process (or ROI). In order to continue to be allowed to spend funds on 
marketing, we must prove we are spending them wisely.  
To evaluate a marketing effort, it is not sufficient just to look at the numbers. You must ask 
the question: did people do what we tried to persuade them to do with our marketing? So 
for example, perhaps you pushed your Facebook site over the summer, and got 500 extra 
likes / followers. The figure of 500 is the measurement, so what is the evaluation? If the aim 
was simply to get more followers then of course you have been successful, but if your aim 
was to affect behavioural change, with liking the Facebook page the first step on a process 
which ends with a new user signing up for a library card, then you must evaluate whether 
your 500 likes achieved this or not.   
ǀĞƌǇŵĂƌŬĞƚŝŶŐĞĨĨŽƌƚƐŚŽƵůĚĨĞĞĚŝŶƚŽƚŚĞŶĞǆƚ ?ǁŚĞŶƉƌŽƉĞƌůǇĞǀĂůƵĂƚĞĚ ?DŝƐƚĂŬĞƐǁŽŶ ?ƚ
be repeated, strengths will be built upon, new techniques and technologies will be 
accurately assessed for their usefulness.  
 
 
Modification 
/ƚŝƐĂďƐŽůƵƚĞůǇĐƌƵĐŝĂůŶŽƚƚŽůĞĂǀĞŽƵƚƚŚŝƐůĂƐƚƐƚĂŐĞ ?zŽƵ ?ǀĞƉůĂŶŶĞĚĂŶĚƌƵŶĂŶĚĞǀĂůƵĂƚĞĚ
ǇŽƵƌŵĂƌŬĞƚŝŶŐ ?ǇŽƵŬŶŽǁǁŚĂƚǁŽƌŬĞĚĂŶĚǁŚĂƚĚŝĚŶ ?ƚ ?ĂŶĚǇŽƵĐĂŶƐĞĞǁŚĞƌĞƚŚŝŶŐƐĐĂŶ
be changed and improved. So act on it, and modify your approach so it works better next 
time around.  
ZĞŵĞŵďĞƌ ?ƚŚĞĐŚĂŶŐĞƐǇŽƵŝŵƉůĞŵĞŶƚƐŚŽƵůĚŶ ?ƚŽŶůǇďĞďĂƐĞĚŽŶǇŽƵƌĞǆƉĞƌŝĞŶĐĞƐůĂƐƚ
time around, but should take into account the changing environments and cultural 
landscape in which your library sits.  
Developing a marketing plan  
So what does all this mean in practice, in the real world of day-to-day library life? Ultimately 
all of this should be fodder for a strategic marketing plan: a document which tells the library 
how to proceed. Preferably in as brief and straight-forward a way as possible so the plan 
ĚŽĞƐŶ ?ƚinhibit action. Considering all of the above, a strategic marketing plan might be 
based around a structure like this:  
1. Executive Summary  
An overview of the entire marketing plan 
2. Goals  
Where you want the library to be within the time-frame of this marketing plan; what 
you want the marketing efforts to achieve; and how these relate to the overall 
strategic plan of the library 
3. Internal campaign details 
Marketing works best as a collective effort across the library - this section should 
detail how the goals, objectives and promotional methods will be conveyed 
internally 
4. Market Research 
A breakdown of the community of patrons and potential patrons; analysis of your 
competition including competitive benchmarking; analysis of your own library 
services  
5. Segmentation of the market 
The division of your market into groups based on behaviour, motivation and needs; 
ĂŶĂůǇƐŝƐŽĨŚŽǁƚŚĞůŝďƌĂƌǇĐƵƌƌĞŶƚůǇŵĞĞƚƐĞĂĐŚŐƌŽƵƉ ?ƐŶĞĞĚƐ ?ƉƌŝŽritisation of each 
group; and the proposed offer for each group 
6. Objectives 
Specific methods for achieving the marketing goals, preferably involving targets for 
growth based on increases by segment. This is really the action plan 
7. Promotion: methods and activities  
The nuts and bolts of your marketing campaign  W the key messages, and the 
ƉůĂƚĨŽƌŵƐďǇǁŚŝĐŚƚŚĞǇ ?ůůďĞĚĞůŝǀĞƌĞĚ 
8. Methods of measurement 
Details of how the success of failure of the marketing will be measured and recorded 
9. Framework for evaluation  
How and when the campaign will be evaluated; information from previous 
ĐĂŵƉĂŝŐŶƐ ?ĞǀĂůƵĂƚŝŽŶŝĨĂƉƉůŝĐĂďůĞ 
10. Areas of responsibility  
Which departments and / or individuals will be responsible for implementing which 
areas of the plan  
11. Cost analysis  
How much the marketing campaign will cost, in terms of both financial outlay and 
staff time 
12. Modification  
The final section to be completed at the end of the campaign  W how will any of the 
processes above be improved or changed next time around 
*** 
More information, links, and further reading including sample marketing plans, are available 
online: www.librarymarketingtoolkit.com/p/strategic-marketing.html  
 
 
 
 
 
 
 
